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Framework of the consumer survey
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» General preferences and spending trends

» Attitudes towards services consumption

» Online shopping habits

> Attitudes towards green consumption

> Lifestyle and spending pattern of post-80s generation
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Design of questionnaire survey

250 in each city; 2,000 in total

Age 25-30: 80 in each city
Age 31-36: 80 in each city
Age 37-50: 90 in each city
Male and female respondents account for half each

e Beijing, Shanghai, Guangzhou: Monthly household income of
RMB15,000 or more, or monthly personal income of
RMB8,000 or more

« Chengdu, Wuhan, Shenyang, Nanjing, Harbin: Monthly
household income of RMB9,000 or more, or monthly personal
income of RMB5,000 or more
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Confidence about income and spending

Expected income in next 2-3 Years

Decrease

About the same as now - 17%

2%
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Impact of economic slowdown on
daily expenditure

Source: HKTDC Survey

No impact on income,; likely
to spend more than before
to improve quality of life

Spending more or less as
before

More prudent than before

51%

36%

14%
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Post-80s are even more confident

Expected income in next 2-3 Years
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Impact of economic slowdown on
daily expenditure

70%

60% -

50%

40%

30%

20%

10%

0%

58%

33%

10%

ENo impact on income; likely to spend more than
before to improve quality of life

0 Spending more or less as before

" More prudent than before

50%
46%

39%
34%

15% 16%

Age 25-30

Age 31-36 Age 37-50

100% - mincrease CAboutthe same as now
88%
83%
80% - 73%
60% -
40% -
25%
o | 16%
20% 10%
0%
Age 25-30 Age 31-36 Age 37-50
Source: HKTDC Survey
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Spending on imported food, organic products
trending upwards

Products purchased in the past year

Imported foods/beverages/health foods W 75%
Branded garments, footwear, headgear or bags priced at RMB1,000 — 69%
or above 35%

Organic products 37% 62%

Skincare products, cosmetics, perfume or jewellery of international
brands 34%

Latest models of electronic products or high-tech products 2500 60%

Smart household products/smart household appliances * 56%

Domestic purifying equipment or products (air purifiers, water 519%,
purifiers)

61%

|

|

Professional sporting equipment

Foreign products via haitao

Watch priced at RMB10,000 or above

Exclusive designer products or fashion products at medium- to high-
end select shops

mHave purchased in the past year

rHave purchased more frequently
than before

Limited edition products

Custom-made or tailor-made products

Source: HKTDC Survey
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Trading up and becoming more assertive

Attitude towards quality and trends

The grade of products and services | use
now is higher than before, even though this 60%
means greater spending

| attach more importance to personal feeling

and style and would not follow trends blindly 56%

| find the quality of domestic brands is
becoming better and better; | am more 27%
willing to use domestic brands than before

Source: HKTDC Survey
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Change in lifestyle: regular exercise and
western-style food

—C
Change in lifestyle in recent years

Exercising more, and regular exercise has become — 68
part of daily life °

Patronising western eateries (e.g. cafes, western

dessert shops, western restaurants) more than _ 48%

before
Keeping an eye on information about foreign

technology in order to learn more about the latest _ 45%

innovative high-tech products

Keeping an eye on information about foreign trends _ 429,

in order to learn more about new trendy products 0
Diet becoming more and more westernised (eating _ 59
more bread, butter, steaks, salads) 0

Watching professional stage performances (e.g. 26%
concerts, operas) more often _ 0

Source: HKTDC Survey
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Post-80s lifestyle: more westernised

steaks, salads)

Age Age Age
Overall | 5530 | 31-36 | 37-50
Exercising more, a_nd regular exercise has 68% 66% 67% 70%
become part of daily life
Patronising western eateries (e.g. cafés,
western dessert shops, western 48% 53% 47% 449%
restaurants) more than before
Keeping an eye on information about
foreign trends in order to learn more 42% 47% 40%
about new trendy products
Diet becoming more and more
westernised (eating more bread, butter, 29% 34% 31%

Source: HKTDC Survey
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More consumption in leisure/sports services

Services consumed in the past year

Had membership of a fithess club and worked out regularly * 43%

Visited beauty parlours/SPAs to get massage/facial/skin
treatments

Watched drama or concerts

Attended training courses to obtain professional qualifications

Attended courses purely for personal interest (art, cooking,
etc.)

Attended training courses in special sports (yoga, horse-
riding, canoeing, etc.)

Attended lectures, salons, forums or innovation study classes
Dined at Michelin-rated restaurants
Dined in private kitchens

Participated in marathons

Hired private trainer to tailor made exercises and guide fithess
training

Source: HKTDC Survey

14%

13%

37%

22%

28%

24%

m Used the service in
the past year

D Frequency of using
the service increased
in the past year
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“Pleasing oneself” drives high-end service

consumption
e

Reasons Driving Consumption of Innovative or High-end Services

Pleasing oneself 66%

Wanting to experience better and more
unique services

Accentuating one’s own personal
taste/image

65%

Following trends, be an early adopter
A worth-remembering occasion
Inner circle influence

Promotion campaign

Source: HKTDC Survey
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Open-minded about new investment products

Not averse to “"spending future money”

Financial services used in the past year

Used innovative investment products (e.g.
equity crowdfunding, P2P, etc.)

Used professional financial management
intermediary services to plan
investment/financial management

30%

29%
11%

52%

m Used the service in
the past year

OFrequency of using
the service increased
in the past year

"I have used ‘future money requiring
interest payment’ and paid interest
through installment payment / paying
the minimum repayment amount in order
to buy the products/services I desire.

Source: HKTDC Survey
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Age 25-30

Age 31-36

Age 37-50

38%

35%

47%
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71% spending more on green products

.... partly due to more purchase channels and greater convenience.

“"Very willing” to pay more for green products

Foods or daily necessities for children 53%

Organic foods 51%

Organic skincare products/cosmetics
Green products causing no or little harm to the
environm ent

Energy saving home appliances/electronic
products/cars

Green products made from recycled or renewable
resources

Home appliances/electronic products/ cars using
new energy

Garments made from organic cotton

Source: HKTDC Survey EEHBRE
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Frequency of online

shopping goes up

—_—

» 5.25 times a month, 73% shopped online at least once a week.
» Overseas online shopping 1.5 times a month.

Ways of browsing and placing orders in online shopping

_ — 60%
Mobile apps on smartphone 39%

Browsers on smartphone

Mobile apps on tablet

Browsers on tablet

Browsers on computer

Source: HKTDC Survey

%
39%

11%
12%
5%
5%

= Ways of placing orders

30, o Ways of browsing
o

L~/ "}

EREEHER



16

Online special offers and promotions appeal to
consumers

— /
Buying products outside intended purchases when shopping online

Yes, in order to take advantage of coupons/price cuts on
buying products up to a certain amount offered by
shopping sites

48%

|

Yes, in order to make up the amount entitled to free

delivery I, 42
Yes, attracted by themed activities offered by shopping _ 41%
sites (e.g. Singles Day, Northern Europe Fair etc) °

Yes, attracted by “guess what your like” products offered

by shipping sites 35%

Yes, attracted by products similar to intended purchases

offered by shipping sites 31%

No, | would only buy brands and products as planned 15%

|

539% of the respondents agreed that “the information shared
by friends on social media can trigger my impulse to buy”. Ve

Source: HKTDC Survey SEHER
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Online - purchase, off-line - experiencing

Forms of 020 Used

Choosing/experiencing at physical store first — 589
before buying online 0
Choosing the right product online and |

experiencing it at physical store before going _ 55%

back online to buy
Choosing/experiencing at physical store first,

then making comparisons online before going _ 28%

back to physical store to buy

Making enquiry/comparisons online before 15% > ShOpS usi ng SpECiaI
buying at physical store F 0 themes

> Supermarkets focusing
on a particular sector

Source: HKTDC Survey
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Concluding remarks
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Key words for products and services:

» “Personalised trendy style” is the core of middle-class consumers’
demand for products and services, not just the latest trends, but
also unique personal style.

» Both the product and service sectors, the market is set to
undergo further segmentation, brands which better manage to
satisfy the demands of niche markets will emerge as the winners.

2
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Concluding remarks

Some of the potential markets

» Sporting goods and equipment
» Health and green foods

» Trendy and personalised household
products

» Trendy and personalised services
» Financial investment services




Concluding remarks

Sales channels and marketing strategies

> Promote offline, sell online
» Niche positioning offline, big data analysis online
» Mobile first

» Viral offer sharing
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